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Abstract 
 
The choice of choosing the right company name is very much like the choice of choosing the right name for a product, as 
the branding can have a lasting effect on customers’ choice of goods. Small and Medium enterprises in Malaysia are also 
affected by the multicultural and multilingual background of this country. This study aims to identify these sociolinguistic 
factors that can lend to SME business owners’ choice of Business Company naming and whether this complies with the SSM 
(Suruhanjaya Syarikat Malaysia) company registration acts. The effects of using the English language as the medium of 
communicating their business operations instead of other languages will also be an interesting factor to consider. As such, a 
selected number of SME operators (N=21) were requested to participate in a survey and interview. The results of the study 
indicated that there is indeed a diversity of factors that contribute to business naming and they are mostly skewed towards 
influence from family and background of the business owners. The mismatch of linguistic accuracy is partly due to cultural 
aspects and therefore it is recommended that a set of guidelines in business naming is prepared so that language distortion is not 
promoted and image of linguistic competency is not tarnished. 
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1. Introduction 
Business today has witnessed the supremacy of English worldwide and the socio-cultural threat it imposes in 
the form of linguistic imperialism to business naming practices is therefore widespread. The use of English is seen 
as a gimmick to influence consumers and to gain their confidence in the choice of company name. Moreover, the 
impact of colonisation has brought about the misconception that usage of English is viewed as better status and 
higher class. This image is foreseen to be able to boost business. This study intends to investigate the causes and 
effects of using English in small and medium enterprises (SMEs) in Malaysia. Malaysia is a multicultural and 
multilingual country and therefore, it would be interesting to examine the choice of language in business naming by 
SME operators. 
 
1.1. Background 
Generally, SME businesses in Malaysia tend to incorporate some elements of English words in naming their 
business. This widespread or dominance of English has become a socio-cultural threat whereby using English 
seems to give a sense of superiority and added advantage. After 58 years of independence, there are still business 
proprietors using English in business naming giving the impression that Malaysians are still shadowed by British 
rulership. However, this situation should not dampen the use of English for business naming and transactions. 
 
1.2. Purpose 
1.2.1 Identify the factors which influence the use of English in business naming. 
1.2.2 Examine the effects of using English in business naming on socio-cultural norms and business revenue. 
 
1.3. Research Question 
In determining whether the dominance of the use of English could pose a threat to the socio-cultural norms of the 
community or whether it could increase business profitability, this study focuses on two research questions: 
 
1.3.1 What are the factors which influence the use of English in business naming? 
1.3.2 Does the use of English in business naming affect the socio-cultural norms and business revenue? 
1.4. Significance of study 
This study is significant as a quality measurement for registration of business names. Proprietors have been 
found to overlook the importance of providing business names that are linguistically correct as well as socially and 
culturally assimilated to the geographical region. Thus, the accreditation of business naming in English according to 
the standards of the linguistic, social and cultural aspects should be imposed. 
 
1.5. Scope and Limitations of the Study 
This study only involves thirty SME operators (N=21) from the Segamat town area. The results therefore should 
be applicable to the District of Segamat but may not necessarily represent all businesses in Malaysia. 
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2. Literature Review 
2.1. Language in business 
Sociolinguistics is a broader placement of language use in contexts, focusing on the relationship between 
language use and society. Language is used in all aspects of society such as in communication, education and 
business. In the field of marketing, developing a business or product name is heavily affected by sociolinguistic 
considerations and marketing.  This means that naming decision for a brand demands active participation of 
sociolinguistic factors and market dynamics which are compatible to be used in that particular situation (Mansour, 
2013; Selvi, 2007). In marketing, brand naming is by all means an application of language symbols that have been 
shaped by societal factors such as beliefs, values, constraints, and prescriptive rules. Brand name scholars propose 
that the brand name system consists of three basic components namely the marketing component, the legal 
component, and the linguistic component (Nithat, 2011). 
Linguistic forms or components are used to express symbolic values which are often determined by the symbol’s 
functional roles, as well as by the sociolinguistic resources that natives rely on as references. Symbols  are 
considered vehicles for cultural conceptions of social reality because symbols are “tangible formulations of notions, 
abstractions from experience fixed in perceptible forms, concrete embodiments of ideas, attitudes, judgments, 
longings, or beliefs” (Selvi, 2007). 
Business names are an essential part of any business worldwide. They are representatives of businesses in the 
sense that customers will be attracted to come to our shops based on the signboards placed in front of shops. This is 
because brand names have two functions: the first is to convey product information to potential customers who are 
looking to buy products that we happen to sell and second is to advertise the products (Mansour, 2013). Therefore, 
the choice of a brand name is an important strategy for a company to consider at the beginning stage of its business 
development (Nithat, 2011). 
There have been an increasing interest in the use of foreign languages in business naming and a number of 
studies have concentrated on the impact of English language on local businesses in Malaysia, Jordan, China, Turkey, 
Spain (Friedrich, 2002), (Kamisah and Misyana (2013), (Selvi, 2007), (Sunwani, 2005) and Vizcaino (2011). 
Studies on the choice of French language impact on local businesses in Singapore have also been conducted (Keng 
et. al. 2013). Further, a number of studies have also been found on sociolinguistic aspects and its effect on society, 
especially for consumer products (Friedrich, 2002), (Kamisah and Misyana (2013), (Selvi, 2007), (Sunwani, 2005) 
(Keng et. al. 2013). 
A large body of literature has been found on the use of English loan words in other languages for commercial 
purposes. When it comes to developing nations, one of the most common explanations for such a phenomenon is the 
superior attributes and its positive values especially when business and advertising are involved (Friedrich, 2002), 
(Mansour, 2013), (Kamisah & Misyana , 2013). In Brazil and Turkey, English naming is mainly a resource to attract 
the local community even though other languages are also used for commercial purposes. However, the usage of 
English loanwords is also available in developed nations such as Japan and Germany. In Japan, usage of English is 
due to a desire for all things Westernized while in Germany, it is the preference for shorter words and a search for 
precision in the naming of new objects. English is being used as the language of wider communication in most parts 
of the world because it is capable of symbolizing modernity, being accessible enough to be intelligible, having 
linguistic properties, having a connotation of Westernization and providing extra linguistic material to quench the 
creative thirst of advertisers and business people all over the world. 
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2.2. Brand naming 
 
The ultimate goal of any promotional activities is to get customers to buy a product. Besides visual presentation 
of products or services, brand names also play a very significant part in attracting customers. It is also a reason for 
customers to choose one brand over competitors’ brands (Taylor, 2007). The American Marketing Association 
defines a brand as “a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods 
or services of one seller or groups of sellers and to differentiate them from those of competitors” (Kotler et. al, 
2009). A brand is not a name or an accessory added at the end of the production process but it is a value that needs 
to be considered at each and every step of the creation of the product (Dutta, 2013). A good brand name can evoke a 
feeling of trust, confidence, security, strength, durability, speed, status and may other desirable associations. The 
name chosen for a brand: (1) affects the speed with which consumers become aware of the brand, (2) influences the 
brand’s image, and (3) thus plays a major role in brand-equity formation. Achieving consumer awareness of a brand 
name is the critical initial aspect of brand equity enhancement since brand name awareness has been characterized 
as the “gateway” to consumers’ more complicated learning and retention of associations that constitute a brand’s 
image. (Shimp, 2000). Brand names contribute significantly to the success or failure of new products. For businesses 
all over the world; brand names are recognized as linguistic symbols that bear certain culture-specific meanings and 
a combination of physical, functional and psychological values (Fox, 2011). In addition, customers normally use 
brand names as one of their evaluative tools to justify quality of a product (Nithat, 2011). 
English can also be seen as being a dominant language in most shops in India (Sunwani, 2005), Turkey (Selvi, 
2007), Malaysia (Kamisah & Misyana , 2013), Jordan (Mansour, 2013) and Brazil (Friedrich, 2002). In Turkey, 
studies have indicated that there is a high occurrence of English in sectors such as personal care, restaurants and 
cafes and stores selling information system goods but not in other business sectors like durable consumer goods, 
pharmacies, auto galleries, gas stations, car repairers, driving schools, bookstores and publishing houses. Shop 
owners in Turkey, Jordan, Malaysia, Thailand and Brazil use English because of the interesting sounds, its ability to 
generate commercial outcomes, personal and competitive reasons. Using foreign names symbolizes modernity, 
credibility, superior standards, gives more commercial advantage to their businesses and attracts more foreign 
customers (Selvi, 2007), (Mansour, 2013 ) (Kamisah and Misyana, 2013), (Friedrich, 2002). 
 
2.3. SME Business Company naming in Malaysia 
Malaysia has been governed by Portuguese, Dutch, Japanese and English administrators before its independence 
in 1957. Some of these nationals settled down in Malaysia and as a result Malaysia is in a very unique position 
whereby everyday conversation are peppered with English, Chinese, Indian, Malay and even localized Portuguese, 
Dutch or Japanese words. The most significant foreign language used is English as the British administrators stayed 
the longest in Malaysia. As such, the influence of English is still very strong in the daily activities of Malaysians and 
this includes the usage of English in the commercial sector since English is  considered as the language of 
international trade. In big cities of the world, the main language used for business names is English (Kamisah and 
Misyana, 2013), (Friedrich, 2002), (Selvi, 2007). The usage of English words can either be original or a mixture of 
local and English or a localized form of English (Selvi, 2007), (Friedrich, 2002). This indicates that English is an 
important language in the business world regardless of the socio-cultural norms that are prevalent in a country. Main 
languages are spoken in each country but English words are used due to its positive impact. 
Potential business owners in Malaysia would have to register their business name at the Companies 
Commission of Malaysia (SSM) before they can start their business. SSM’s policy states that besides certain words 
that are prohibited due to the direction of the Minister and or any such name, which in the opinion of the Registrar, 
is undesirable, all other words in Bahasa Melayu, Chinese, Tamil and English can be used as business names. Local 
councils do not have the authority to question the name of the business that has been approved by SSM. 
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3. Methodology 
This study intends to identify the factors which influence the use of English in business naming and to examine 
the effects of using English in business naming in relation to the socio-cultural norm of this country as well as 
revenue incurred. In order to do this, a survey was conducted by means of a set of questionnaire as well as an 
interview. A sampling size of n=21 was randomly selected from SME business operators in the district of Segamat, 
Johor for the purpose of the study. 
 
3.1. Respondents 
 
This study only involved thirty SME operators (N=30) from Segamat town area. The respondents were made up 
of either business owners or employees of SMEs operating businesses such as restaurants, beauty care centres, 
convenience shops and telecommunication shops, around the district of Segamat, Johor. They were randomly 
selected using the simple random sampling method. The respondents were from mixed backgrounds of Malay and 
Chinese races and were all able to understand either general English or Malay language. They were all between the 
ages of 20 to 50 years old. All of them had at least 3 years business experience. 
 
3.2. Instruments 
 
There were two instruments used for this study – a questionnaire and an interview. The instruments were used to 
collect feedback and information on the choice of business names and the language used as well as whether this 
influences their businesses in terms of revenue. The questionnaire consisted of two parts. The first part dealt with the 
respondents’ demographics while the second part dealt with items pertaining to the research as a whole. There were 
a total of 20 items in this part. The items were a mixture of multiple-choice, semi-structured and open-ended 
questions. They were written both in Malay and English consecutively. A sample of the items can be seen in 
Appendix 1. 
The interview was conducted on an individual basis on 10 respondents from the pool of the selected thirty. The 
questions were asked in an informal setting to enable the respondents to answer spontaneously and without 
reservations. The questions were focused on the factors that influenced their choice of business naming and the 
socio-cultural aspects. The interview session lasted about 10 to 15 minutes each. The answers given were recorded 
for analysis. 
 
3.3. Procedure 
 
This study uses a survey method and the data collected were then tabulated using the SPSS statistical tool for 
descriptive analysis. This means that the data would then be analysed for frequency, mean scores and percentages. 
The research design for the study is as follows: 
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Figure 1: Research Design of the Study 
 
Figure 1 is a graphic description of the study whereby business naming is influenced by two factors, namely, 
social culture and business revenue. The issue that is under investigation is whether language used which is English 
or English with other languages such as Malay, Chinese or Tamil has any control over the social cultural or business 
revenue of the operation of the SME. The data collected for analysis are by means of a questionnaire and an 
interview session. 
 
4. Results and discussion 
The results and discussion in this section is based on the data collected and tabulated from the questionnaire and 
interview. This will assist in the identifying of factors which influence the use of English in business naming as 
well as the effects of using English in business naming on socio-cultural norms and business revenue. 
 
4.1. Respondents’ demographics 
Table 1 is a descriptive analysis of the respondents’ demographics. The number of male respondents was 71.43% 
compared to female respondents, 28.57%. The highest number of age group was between twenty and thirty years of 
age which was 42.85% followed by thirty one to forty years with 33.33%. It was also found that majority of the 
respondents were married (76.19%). Majority of the respondents were owners of the business (90.47%) and have 
work experience of more than ten years (57.14%). As for the operation of business, 66.66% of the respondents have 
operated between one and ten years. There were a wide mixture of types of business which include beauty care/hair 
saloon (19.04%), household appliances (4.76%), car accessories (4.76%), food/restaurants (19.04), textile & 
clothing (4.76%), furniture (9.23%) and others (38.09%). The other types of business comprise grocery shops, 
printing and accessories, tiles, sports equipment, bookstore and telecommunication shops. Majority of the 
customers prefer to communicate in Chinese (71.4%) and Malay (28.6%) languages. 
Language Used 
INFLUENCED BY 
Social Culture 
Business 
Naming 
INFLUENCED BY 
Business Revenue 
Questionnaire and Interview 
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Table 1 Description of respondents’ demographics 
 
Respondents Features Frequency Percentage 
 
1. Gender 
 
 
 
2. Age 
 
 
 
3. Status 
 
 
4. Position 
Male 
Female 
20 – 30 years old 
31 – 40 years old 
41 – 50 years old 
above 50 years old 
missing 
Single 
Married 
Owner 
Manager 
15 71.43 
6 28.57 
9 42.85 
7 33.33 
3 14.28 
1 4.76 
1 4.76 
5 23.80 
16 76.19 
19 90.47 
- - 
 
 
 
 
 
 
6. Operation of Business 
 
 
 
 
 
7. Type of Business 
 
 
 
 
 
 
 
 
 
 
4.2.  Business information 
Table 2 shows the business information gathered from the respondents.   According to the table, most of the 
respondents disagreed that the use of English in the company business name increases sales with a mean score of 
2.14 and an SD of .910. The respondents strongly agreed/agreed that the choice of the company business name is to 
make it easy for customers to understand the kind of business that is done (m=1.24, SD=.436). They also strongly 
agreed/agreed that the choice of company business name can persuade the customers to continue coming to support 
the business (m=1.71, SD=.561). In addition, they strongly agreed/agreed that companies which register their 
company names should choose names that are grammatically correct and spelt correctly (m=1.52, SD=.680) and the 
government should have quality control or strict checks for proper use of company business names to ensure no 
negative connotations or grammatical inaccuracy occurs (m=1.67, SD=.966). The respondents agreed/may be 
agreed with item 4 (m=2.05, SD=.921), item 6 (m=2.05, SD=.669), item 7 (m=2.05, SD=,921) and item 10 (m=2.67, 
SD=1.494). They disagreed with item 5 (m=3.90, SD=.700). 
 Employee 2 9.53 
Less than 5 years 3 14.28 
5. Work Experience 5 – 10 years 6 28.50 
 More than 10 years 12 57.14 
 Less than 5 years 7 33.33 
 5 – 10 years 7 33.33 
 More than 10 years 6 28.57 
 missing 1 4.76 
 Beauty care/Hair saloon 4 19.00 
 Household appliances 1 4.80 
 Car accessories 1 4.80 
 Food/restaurants 4 19.00 
 Textile & clothing 1 4.80 
 Furniture 2 9.50 
 Digital gadgets - - 
 Others 8 38.10 
 Chinese 15 71.40 
 Malay 6 28.60 
8. Customer language preference Tamil -  
 English -  
 Others -  
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Table 2 Effects of the use of English in business naming 
Mean SD 
1. The use of English in the company business name increases sales 2.14 .910 
2. The choice of the company business name is to make it easy for customers to understand the kind of business that is 1.24 .436 
done.                        
3. The choice of company business name can persuade the customers to continue coming to support the business. 1.71 .561 
4. The multiracial setting of Malaysia should allow for code switching in company business names. 2.05 .921 
5. Code switching of languages in company business names can reflect on poor language standards practiced in Malaysia. 3.90 .700 
6. Children and the public in general can be influenced by misuse of language in company business names. 2.05 .669 
7. The government should ensure that company business names do not portray a poor image of language proficiency 2.05 .921 
levels in the country. 
8. Companies who register their company names should choose names that are grammatically correct and spelt correctly. 1.52 .680 
9. The government should have quality control or strict checks for proper use of company business names to ensure no 1.67 .966 
negative connotations or grammatical inaccuracy occurs. 
10.  The government should not allow the use of multi-languages in company business names that can have poor reflection 2.67 1.494 
on the country’s image. 
 
4.3. Factors that influence business naming 
In the interview session, factors that influenced the choice of the use of English in business naming had a variety 
of answers. This includes association of the word “Jentayu” in the business company name Jentayu Corner, 
combination of initials of the company - KS Tiling, use of own family name – Ting Saloon, given option by the 
business registrar and types of customers that come. 
 
5. Conclusion and Recommendation 
 
In general, it has been found that most respondents agreed that the choice of business names is strongly related to 
the customers’ comprehension of the business name and their interest in continuing to return to support the business. 
It was also found that it is important that the choice of names is grammatically correct with proper spelling. Besides 
that, most respondents believed that the government should have a strict check of proper use of company business 
names. However, it was noted that the use of language in the company business name has little or no effect on the 
increase of sales. 
 
5.1. Factors which influence the use of English in business naming 
From the analysis, it was found that there were a number of factors that influence the use of English in business 
naming. This included the association of certain words of the owner’s choice, the combination of initials of the 
company, the use of own family names, given option by the business registrar and types of customers that come. 
This is in accordance to Nithat (2011) who stated that the choice of a brand name is an important strategy for a 
company to consider in starting a new business. Friedrich (2002) stated that English business naming is a resource 
that attracts the local community to frequently visit the premise in Brazil. This is similar to the findings found 
for this study which states that certain words in business naming could attract the community to do business 
with the company. 
 
5.2. Effects of the use of English in business naming 
The SME operators found that the peculiarity of the Malaysian setting provided for social cultural effects that are in 
relation to business revenue. In terms of socio-cultural effects, the study indicated that the respondents did not mind 
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code-switching of languages in company business names as they did not feel that this reflected poor language 
standards since Malaysia is a melting pot of different races and cultures.  It was also found that misuse of language 
in company business names could influence language proficiency among children and the public in general. 
Therefore, the government is advised to provide quality control or strict check for proper use of company business 
name as the effect could be that it could give a poor reflection on the country’s image (Kamisah and Misyana , 
2013). 
 
5.3. Recommendation 
This research highlights the importance of choosing the right business names for a company as it has been found to 
reflect on the country’s image. It is therefore recommended that Suruhanjaya Syarikat Malaysia – Companies 
Commission Malaysia enforce the Language Act and the guidelines for business registration so that the choice of 
name will not portray any negative connotations or perceptions. 
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